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         1. Introduction                                                   
   This report is associate to the development and stages of marketing of M&S along with the roles of marketing environment for example internal and external environment, marketing investigation like primary and secondary and its marketing mix strategy (price, place, promotion, product) in conjunction with it’s integrated advertising and marketing communiqué equipment like advertising, social media advertising, direct advertising and marketing and event and experience.














        2.  Marks and Spencer

   Marks and Spencer (M&S) is a famous brand inside the UK and it is sell cloths, prepared meals, home accessories and any other products. The advertising approach of M&S is promoting more luxury merchandise on marketing and ignoring the new style due to the fact that the customers are preferring to purchase the new product for lowest price. The quality website of its advertising plan is to sell standard fine products and at the equal time keeping secure of the environment (Marksandspencer.com, 2019). 













    3. External environment
   External surroundings means the environment out of doors of M&S that is not in the mange of the company. Its operation can be describe through PESTEL and its PESTEL evaluation has been defined below: (Bossche, 2016).
   Changing government enterprise law or bringing new enterprise rules can play an important position with the growth of M&S. Not most effective that however additionally public spending cut is another huge issue for the increase of M&S. Any different prohibition of promoting any other from the government can also be a hurdle for M&S. The new government has raised the VAT from 17.5% to 20% that results in falling in the rate of sales of M&S and recession additionally performed a negative role in M&S downfall in the last year. However, M&S is reviving its previous position which was higher as the circumstance of the economy is improving gradually (William O’Barr 2011)
   M&S has to keep in thoughts that new fashion has been coming within a short time, trends are being changed so regularly and clients taste are also replacing soon. Price sensitivity has created a aggressive surrounding for M&S because due to the fact M&S produces more high price products and which are also older long-established at the same time (Cadogan, 2019). M&S is not worried approximately  the changing market trend and so it is far lagging behind.  It has to focus on creating a new approach in order to be the customer-oriented product and at the identical time in a much less price. M&S has to use the new and superior technology for making its product inside a brief duration and at the same time at a low cost. If competitor corporation undertake new era in advance than M&S, competitors will experiance fast mover advantage as a way create some problems M&S (Dorenda-Zaborowicz, 2012)
   Global warming and green advertising actually very much famous time period that is already adopted by way of M&S. M&S sells product ensuing manufacturing technique of those products and using method has disposed of for customers so that client is ensured that they are using environmentally safe merchedise. Recycling, using much less packaging and much less bag are a number of its core pastime for saving the surroundings and natural resources (Pestel, 2014). Though M&S is promoting products which might be a high standard, they are also selling alcohol and tobacco to young human beings which arises the health problems for customers and staff. 

       4. Internal environment
   Internal surroundings refers to the environment within M&S that is within the mange of the agency which can be described with SWOT analysis.
   Marks and Spencer are now regarded as a main retailer inside the UK running with large partners within the UK and outside of the UK that is a first rate energy strength of the organisation. It has a reputation for its product quality being second-satisfactory store supermarket within the UK and it has 1433 stores round the global  having diverse products like clothing, foods, homeware and lots of more. Marks and Spencer have also experienced a disappointing duration which is acknowledged as its threats like in 2017, sales fee has fallen  down ( food and clothing items) which created a primary impact on the enterprise. Closing down 14 stores inside the UK results in falling sales, rising business rates and higher staff expenses at the 12 moths of 2018. It additionally has a main backwards that it doesn’t exchange with trends (Malhotra, 2019). 
   Biggest countries within the global like Russia, Indonesia and India were reached with the aid of M&S and so it could goal other massive economies as Brazil and Poland will also be worthy for its growth opportunities (Ferrell, 2016).  Marks and Spencer additionally have many competitors both in the UK and abroad like ASDA, Tesco, Gap, Next, Sainsbury’s, Morrison’s, Amazon, Sports Direct, John Lewis, Debenhams. By gaining knowledge of the market, M&S can understand about their pleasant of product and services whether or not any products or services are being preferred via clients or now not through doing many surveys, testing product and focus the attention on group. M&S uses two sorts of resources and they may be primary resources and secondary sources. 
   For primary resources, it finds much feedback from clients  through online assessment and it does face-to-face survey. It also take patron interviews when customers are on the shop asking a question about its product and their pleasure or dissatisfaction in order to deliver a clearer expertise of what customers reflect and on consideration about the company. Besides, it will assist them to recognize what customers need from them and by way of how it may enhance its product quality. For secondary resources, it is collects data to be had at the internet, authorities and nongovernment agencies, educational institutions, commercial statistic assets and so many other ways (Serikov, 2018).

      5. Marketing Mix
   Marketing Mix of Marks & Spencer refers to product, price, location and advertising that describe the marketing approch of M&S.
   The product method of Marks & Spencer is up to the mark because it is miles one of the most popular and top retail brands outdoor of the UK. M&S follows product portfolio means hide wide items for all age group and gender. For women, it has clothing like a skirt, shirt, linen, blazers, cardigans, cashmere, jeans, jackets, jumper, suits etc. for shoes it includes heels, boots, sandals, pumps, loafers etc. in add-ons section it has baggage like handbags, littoral bag, journey bag, school bag etc. other accessories like jewellery, sunglasses and plenty of more. (Demoor, 2019). It offers clothes and add-ons for men and kids, beauty care for women, flowers, hampers, gift items and it has also a financial institution for insurance, credits cart, cutting-edge account and journey money.
   The major business of M&S is within the UK where in it has around 850 stores. It operates the enterprise in India having 50 plus stores and it additionally has some stores in Finland, Turkey, Hungary, Ireland, Spain, France etc. It does commercial enterprise handiest having physical shopes nowever additionally in online having own websites where customers can purchase products from dwelling and getting domestic delivery; it also offers international shipping for their selective limited products (Peter, and Olson,2010). Marks and Spencer makes its marketing plan in a wise manner as because it has to give not only advertisement marketing campaign for physical stores however also for the website through digital media like TV ads, mobile ads and different social media advertisements. It is give some unique discount to its loyal customers as a season sale. ‘ Sparks' is a special software run by way of M&S that adds a point to the customer's account depending on the quantity spent trough clients on buying and this extra factor may be used in the next purchasing from M&S (Serikov, 2018).




      6.. The 7Ps of marketing
   As M&S is a brand which has services additionally, the different three Ps for making it 7Ps advertising and marketing blend of M&S are given below: 
   Though Marks & Spencer has a power of having around 83000 employees, it gives special attention to all the personnel from employee to manager. It follows competitive payment policies and apart from the fundamental salary, it also rewards its staff members based on performance (Shaffer, 2014). In addition to special discounts to its workforce for purchasing from them both either it from a store or online and rather than this. It also offer pension, insurance, medical health insurance scheme and shares purchases to its customers. Stores of Marks and Spencer can be seen in malls and suburban regions which are decorated accordingly and attractively and its stores are divided into floors separating section depending on the product line. In-ground floor, it maintain home and personal accessories, on the first floor it keeps clothing, third floor for meals and other items (Malhotra, 2019). Along with the UK, M&S has stores in a few different international location, like  Finland, Turkey, Hungary, Ireland, Pain, France etc. and all these stores are the physical prove of the company (Gallego and Wang, 2011).










     7. The role of marketing in creating value for customers
   The aim of advertising of Marks & Spencer for building customer value is very accountable and it does separate marketing for its exclusive product lines. For food and beverage, it maintains the instruction of International Chamber of Commerce (ICC) and the way it describes its food, how it displays and talks about its food and drink are mostly accurate and realistic showing material aspects what the advertised and it is dedicated that it will never misguide its customers. Many analysis display that editorial content material and advertising marketing for under the age of six cannot be distinguishable and some different studies show advertising and marketing messages for the children who are below the age of twelve are susceptible and that's why it never does any marketing for children under twelve (Raineri, 2011) At the same time, it does not advertise directly for any HFSS products that are high fat, sugar and salt for those children who are under eighteen.
      8. Stakeholder engagement and their impact on the marketing activities of M&S
   Advertising and communication for clothing and home accessories are very responsible, informative, fair, inclusive, thoughtful and obvious. It additionally takes remarks from clients and examine their feedback and attempt to adopt their recommendations if needed (Nash, 2018). M&S attempts to build strong trust among its shareholders by means of  showing its performance that is obvious and liable for the decision that bothers them. M&S is determined to obeying its stakeholder and work with them for doing business collaboratively. The way it engages with its stakeholders reflects its issue and desires and it allows them to express their belief clearly without any doubt, not commanding any limits. M&S have interaction its stakeholders in three different ways and they are define below:
   It responds to all inquiries and questions of stakeholder, any request for any facts along with any rising particular sustainability issues. (Jones, 2019) It offers all records for resulting its stakeholders are knowledgeable in execs and cons about its program and approach all the information the stakeholder wants to be aware or have a curiosity in them. It offers facilities of getting direct communication and commitment with key shareholder for including them in the distribution of Plan A to discover innovative answers and solutions for its sustainability challenges and for giving appear and best practice. (Lee Shin-Kyuo, 2013)


      9. Marketing communication tools
   Marks & Spencer can adopt Integrated Marketing Communications (IMC) tools to produce alertness and interest for that the company may use eight major Integrated Marketing Communication tools :
   M&S can pay for non-personal promotional activities of its products or services by any sponsor for that it can use various media like print media (newspapers and magazines), broadcasting media like radio & television, network like satellite, wireless and telephone, display like billboards, signs and posters, electronic like web page, audio and videotape. Raineri, (2011).    By doing advertising, it is able to reach geographically dispersed consumers so one can create believe among the customers but it is also an expensive form of marketing too. M&S can supply sales promotion to customers when any product has been launched for encouraging trial or maybe discontinuing any products. It can also provide free samples and coupons for purchasing big amount to customers which can feel enthusiastic to buy a larger quantity at the same time.    For retailers, it can also do something special such as merchandising allowances, display, extent discounts, incentives to sales people and pay for performance encouregment (Demoor, 2019).
   M&S can do marketing directly to the customers via telephone, mail, email, fax and text giving the information of their sales promotion, new product or even giving the process of purchasing because customers are now more interested in online purchasing rather making time to go to store for few products and even for larger quantity (Malhotra, 2019). M&S should emphasis more on social media marketing because it is the most effective way of communication toward customers getting massive attention of customers when they will browse the internet. Marks & Spencer can give sponsorship to many application for spreading its brand image to the customers improving the visibility of the company and engaging with the audience. M&S can involve verbal exchange with the clients through a mobile device by sending a simple marketing message for visiting its website (William, 2011). Mobile marketing is not only cheaper than traditional marketing but also an easy way of reaching among customers directly.   


        10. Conclusion
    The achievement of the report, it can be established that some external environments are in the benefit of M&S, some are opposite and at the same time, internal environments are willing to oppose as it is a large organization. Marketing mix of M&S may be very much impressive although it has to work on a bit extra on its advertising activity and integrated marketing communication. It has to focus on making a new approach so that it will be the customer-oriented product and at the identical time in a least price. M&S has to practice the new and progressive technology for making its product within a short period and at the same time at a low cost. If competitor companies adopt new technology earlier than M&S, competitors will enjoy fast mover advantage which will create some complication for M&S activities for creating long term relationship with a customer and creating value between them are praiseworthy as it tries to maintain its quality. Trying to build strong trust among their shareholders by showing its performance it will make more commitment of the stakeholder.
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